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Abstract 
Numerous Chinese academics have asserted that face, defined as prestige that one holds or that is 
recognized by others through one’s success or social position (Chan et al 2003), is vital to 
Chinese consumer’s decision-making, but there has been little empirical evidence to support that 
position.  As part of a cross cultural research program, we first develop a 6-item scale to measure 
face pressure.  This scale is then used to measure the effect of face pressure on decision-making 
in both the US and China.  As expected, face pressure does indeed prove to be a significant 
predictor of behavior intentions, both in the US and China.  However, its role in the decision-
making process is quite different in these two cultures.  In China, face pressure stands on its own 
as an independent predictor of intentions, but in Western consumers its effects are mediated by 
the better known concept of subjective norms. 
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Introduction 
 A large part of consumer behavior research is focused on developing models for 
decision-making.  These models are useful because they help us understand why people make 
the purchases they do, what they evaluate during the decision process and inform us of ways to 
communicate with consumers and use other marketing mix variables to influence and improve 
consumer choice.  Models like the Theory of Reasoned Action (Azjen and Fishbein 1975, 1980) 
have all tried to explain the factors that we, as consumers, evaluate when making a decision.  The 
Theory of Reasoned Action (TORA) claims that behavior intentions are based on the effects of 
attitudes and normative beliefs. This model has received extensive support from research in the 
US (Ajzen et al 2007), yet its cross – cultural validity has not been thoroughly explored.  It 
remains to be seen whether this model is comprehensive enough to effectively model the 
decision – making process of consumers from eastern cultures such as China in which the role of 
the group may be particularly important. 
Face 
The concept of “face” is frequently discussed in the literature as an important and indeed 
critical variable affecting Chinese behavior. It has been described as “abstract and 
intangible…yet the most delicate standard by which Chinese social intercourse is regulated 
(Chen 1990, p.131).  It is pointed out further that “not to give a person face is the utmost height 
of rudeness and is like throwing down a gauntlet to him" (Chen 1990, p. 131).  Yao et al (1987, 
p.48) suggests that losing face is “like a tree being stripped of its bark—a life and death 
situation.”  It is clear from these and many other quotes gleaned from the literature that face is 
vital to the Chinese.   
Face refers to prestige that one holds or that is recognized by others through one’s 
success or social position (Chan et al 2003).  Two different Chinese words, lien and mien tze, 
comprise the more general concept of face.  Lien refers to the confidence that society has in a 
person’s moral character. We are all granted an amount at birth and cannot gain lien, but only 
lose it.  For example, being caught stealing would result in a loss of lien, while a failure to make 
the Dean’s List would result in a loss of mien tze.  Mien tze is how society perceives a person’s 
prestige gained through success and ostentation.  Mien tze is not a birth right and can fluctuate 
up or down throughout ones’ lifetime depending on how one conducts themselves during 
complex social interactions within certain social groups. It can only be given and taken away by 
others (Chan et al 1987).  
Our actions not only affect our face, but also that of those close to us.  Most significantly, 
our actions can affect our parent’s face, but also our close family, ancestors, peer groups and 
other reference groups.  For example, a student caught cheating would not just lose his or her 
own face but also the face of that student’s parents.  The student’s behavior may also affect the 
face of the student body of the university he or she attends.  An important implication of these 
effects of behavior on face is that, during decision-making, people would be very likely to 
consider the implications of their decisions, not just on themselves, but on all the constituencies 
who will feel the repercussions of their actions. 
 Unfortunately, little empirical work has been done to measure face or show its effect on 
consumer behavior and product related behavioral intentions.  Extensive search of the literature 
revealed only two attempts to actually measure face and apply it to consumer decision-making 
and both of these used the same scale (Bao et al 2003 and Li and Su 2007).  However, the 
creation of this scale did not match the generally accepted practices of developing a scale 
(Churchill 1979, Shimp and Sharma 1987, Bearden et al 2001) and lacked the rigor necessary to 
instill confidence in using this scale across multiple contexts or studies.  In the three studies 
presented in this paper, we follow Churchill’s program for scale development and develop a 6-
item scale to measure the importance of face pressure in consumer contexts.  After developing 
this scale, we test its validity in both an American and a Chinese sample in studies 1 and 3.   
Face pressure and Consumer Decision-Making 
The theory of reasoned action is one of the more comprehensive and thoroughly 
researched models employed to explain consumers’ decisions (e.g. condom use [Albarracin et al 
2001, blood donation [Burnkrant and Page 1988], hearing aid use [Burnkrant et al 1991]).  The 
model holds that behavior is a function of two types of variables – an attitude toward the 
behavior and subjective norm (i.e., the belief that most people important to the actor expect him 
or her to perform the behavior under consideration).  The former variable is a function of beliefs 
about the consequences of performing the behavior and the evaluation of those consequences.  
The latter variable is a function of normative beliefs (i.e., beliefs about whether other people 
expect the person to perform the behavior) and the person’s motivation to comply with those 
other people.  As a general model of consumer behavior, the model holds that behavioral 
intention is determined by attitude toward the behavior, subjective norm and the weights 
associated with each of those variables. 
A major objective of this research is to determine whether face is already represented in 
the theory of reasoned action through the model’s normative component or whether another 
normative variable is needed to account for face pressure.  We define face pressure as the 
representation of repercussions of our actions on our face and the face of others important to us.  
One might argue that face and face pressure are already reflected in the model through subjective 
norm or the weight associated with subjective norm.  However, it may well be the case that face 
is not very well reflected in the model and that face pressure will comprise a separate and 
previously unrecognized component of the model.   
It is expected that underlying this face pressure is a set of beliefs about the effects of 
behavior on the face of the actor and those important to the actor.  We label these beliefs as face 
beliefs.  Thus we are proposing the addition of a component to the theory of reasoned action to 
account for face related pressure.  Just as beliefs about consequences underlie attitude toward 
behavior in the theory of reasoned action and normative beliefs underlie subjective norm, we are 
arguing that face beliefs underlie the variable we are identifying as face pressure. It is expected 
that, in accordance with the other components of the theory of reasoned action, a set of face 
related beliefs will underlie face pressure. 
 The first step in this research was to develop a set of face related beliefs that are 
structurally consistent with the theory of reasoned action and reflect the definition and 
understanding of the concept of face.  Face is a subtle eastern concept with which many in 
America may not be familiar.  Therefore, because we intended to conduct the research in both 
China and the US, we developed two versions of the face belief scale – one that employed the 
word “face” in the wording of the belief statements to be used with a Chinese sample, and an 
equivalent scale that did not use the word “face” but used other equivalent words to provide the 
same meaning.  We then empirically tested the substitutability of the two versions of the scale 
and conducted two studies (one in the US and one in China) using the alternative versions of the 
scale along with normative beliefs, motivation to comply, subjective norm and behavioral 
intentions to answer the major research question guiding this research.     
Preliminary Research (Focus Groups) 
 We began our research by gathering a sample of native Asians (2 males, 3 females) well-
versed in the concept of face for our focus groups.  This sample consisted of native Asians who 
had spent the majority of their lives in the east.  However, all of them had spent the last one to 
five years living in the US.   Two were married, one was engaged and two were single, and they 
ranged in age from 25 – 31 years old.  All of them were currently pursuing graduate degrees and 
had already obtained bachelor’s degrees from Asian institutions.  In order to avoid “groupthink” 
and allow each person to have enough opportunity to share his or her opinions, we split this 
sample into two focus groups.    
 Over a period of 60 – 90 minutes, these subjects were asked to define face in their own 
words and give examples of situations in which face is influential.  They were also asked 
questions regarding who their decisions influence the relation of face to consumption and about 
the many facets of face.  Though they were asked these questions, subjects were never asked to 
stay on point or cut short, allowing for a comfortable and free flowing form of discussion 
regarding face.  Often subjects would begin discussing certain situations between themselves 
without regard to the experimenter in the room, indicating the naturalness and lack of self-
presentation in the answers. 
 Both focus groups showed consistency in their definition and descriptions of the role of 
face in consumption.  These groups indicated that face is not important in all consumer 
decisions, but primarily those that were public and involving.  They also regularly discussed the 
difference between gaining and avoiding losing face and the fact that both of these drive beliefs 
of the effect of face on decisions.  Finally, they also stressed the importance of understanding the 
effect that consumer decisions had, not just on their own character, but on the character of their 
parents and important others in their lives.  From their answers, a 6 – item scale was developed 
to measure face pressure in a consumer context.  Since face pressure is not a general concept like 
need for cognition but critically tied to a specific behavior context like attitude toward behavior, 
the scale questions were used in the context of an upcoming wedding party.  From discussions 
with the focus groups, this situation was universally considered one in which, given its public 
and involving nature, a purchase decision would be heavily influenced by face pressure.  Our 
scale, following the input of our focus groups, also includes statements that focus on both 
gaining and avoiding loss of face and the effect of these decisions on important others.  Prior to 
using the scale, it was reviewed by the focus group sample and slightly adjusted based on their 
feedback.  Exhibit 1 describes the 6-item scale measuring the effect of face pressure in the 
specific context under consideration in this research. 
 
Exhibit 1  
Imagine the following situation:  Your cousin’s wedding is coming up very soon.  To 
celebrate, it was decided that there would be a large wedding party to which your parents 
would be invited, as well as yourself and other close family members and friends.  This 
party is fast approaching and you are considering what you will wear to this occasion.  It 
is a formal affair and therefore, you decide on a suit / dress. 
Face Scale: 
1. My wearing a new suit / dress to the party will cause me to gain face 
2. My wearing a new suit / dress to the party will cause my parents to gain face 
3. My wearing a new suit / dress to the party will cause those who are important to me to 
gain face 
4. My wearing a new suit / dress to the party will keep me from losing face 
5. My wearing a new suit / dress to the party will keep my parents from losing face 
6. My wearing a new suit / dress to the party will keep those who are important to me from 
losing face 
All belief statements were rated on seven point scales varying from strongly agree to strongly 
disagree. 
Study 1 – The role of face in decision – making for Chinese consumers 
To provide initial support for the reliability and validity of the scale, we gathered a 
sample of English speaking students from a major Chinese university.  Our goals in this stage of 
research were: first, to test the reliability and validity of the scale; second, to empirically verify 
the important influence of face pressure on behavioral intentions; and third, to understand its 
possible relationship to normative beliefs and subjective norm.   
 We distributed our survey to a sample of 362 Chinese students that spoke English as a 
second language.  In our survey we included our six-item face pressure scale, and additional 
items measuring subjective norm, normative beliefs, motivation to comply and behavioral 
intention.  Two related more general face-related scales were incorporated into the questionnaire.  
They were Bao et al’s face scale and the status scale developed by Eastman (1995).  Finally, we 
measured 12 factors (face beliefs) that we believed, through the literature and preliminary 
research, underlie face pressure.  There were three behavior intention questions: two 7 – point 
scales anchored with Strongly Disagree and Strongly Agree or Extremely Likely and Extremely 
Unlikely related to the statement, ‘I will wear a new suit / dress for the party’ and a 7 – point 
scale anchored with Strongly Disagree and Strongly Agree related to the statement, ‘I will buy a 
new suit / dress for the party.’ 
 Since our context was public and of high involvement, we believe that face pressure will 
be a strong predictor of behavior intentions.  Therefore, we hypothesize that  
H1: In Chinese consumers, face pressure will be a significant predictor of behavior 
intentions 
All evidence in the literature and from our focus groups indicates that face pressure is a concept 
in Chinese culture quite distinct from subjective norms.  Therefore, we hypothesize that  
H2: In Chinese consumers, face pressure will be significant and independent of subjective 
norms when predicting behavior intentions  
Analyses  
A Factor analyses with a varimax rotation was conducted across all the survey items.  
This factor analysis revealed that all six face pressure measures loaded on one factor and this 
factor was separate from any others underlying the overall survey structure (all factor loadings 
>.594).  Further analysis of our face pressure scale revealed that we indeed had created a reliable 
scale (Cronbach’s Alpha = .872).    Based on the support for uni-dimensionality and reliability of 
the face pressure items, a face pressure scale was generated by summing the six items described 
above.   
Similarly, the three behavioral intention questions were extracted as their own factor (all 
loadings >.766).  These were summed and used as the dependent measure in the analyses 
(Cronbach’s Alpha = .859).    
Evidence of convergent and discriminant validity is provided by comparisons of the 
correlations between the face pressure scale and other variables shown in Exhibit 2.  Convergent 
validity is shown by the fact that face pressure correlated more highly with a second scale 
designed to measure underlying face related beliefs (i.e., face beliefs) (Cronbach’s Alpha = .882) 
than it did with any other scale (r=0.573). Support for the convergent validity of the normative 
variables (i.e., NBMC and subjective norm) is shown by the fact that NBMC correlates more 
highly with subjective norm than it does with any other variable (r=0.470).  Evidence of 
discriminant validity is provided by the fact that the correlation between face pressure and either 
NBMC (r=0.378) or subjective norm (r=0.398) is lower than the correlation between face 
pressure and face beliefs (r=0.573).  Please note that it is to be expected that positive correlations 
will exist between the NBMC and subjective norm on the one hand and face pressure on the 
other because both concepts are related to social groups and norms.  However, the key for 
purposes of the assessment of the discriminant validity of face pressure is that the correlation 
between face pressure and these more traditional normative variables is lower than the 
correlation between the two face related belief measures.  Finally, it may be noted the Bao face 
scale, a very general and non-comparable global measure of face, also correlated significantly 
with face pressure (r=0.261).    
 
Exhibit 2 
 Subj. norms NBMC Face pressure Face beliefs Bao face scale Status scale Behav Int 
Subj. norms 1.000       
NBMC .470* 1.000      
Face pressure .398* .378* 1.000     
Face beliefs .374* .312* .573* 1.000    
Bao face scale .047 .084 .261* .272* 1.000   
Status scale .099 .093 .193* .359* .588* 1.000  
Behav Int .477* .377* .357* .423* .102 .173* 1.000 
*Correlation is significant at the .001 level 
It was shown through regression analysis that the subjective norm measure is a 
significant predictor of behavioral intentions (t = 16.590, p = .000).  A separate analysis showed 
that face pressure is also a significant predictor of behavioral intentions (t = 7.129, p =.000) 
while a regression including both face pressure and subjective norms showed that both subjective 
norms (t = 8.047, p =.000) and face pressure (t =3.908, p =.000) remained significant predictors 
(see Exhibit 3) of behavioral intention.  These regressions provide strong supporting evidence 
that face pressure contribute to the prediction of Chinese consumer behavior over and above the 
contribution of subjective norm.  These results provide the first empirical confirmation of our 
prediction that face pressure will act as a separate predictor of Chinese consumer behavior and 
account for that behavior even when the effect of subjective norm is taken into consideration. 
 
Exhibit 3 
 Study 2 – Defining face for an English audience
 Study 1 provided us with evidence of two points: the 6 
preliminary focus group was indeed a reliable and valid scale.  It also 
contributed to the prediction of Chinese consumer behavior even in the presence of subjective 
norm – the variable that according to the Theory of Reasoned Action accounted for all normative 
pressure. The next step in our research was to ascertain the role that face might be playing in a 
western culture.  Was it something that was missing from all decision
there good reason why the field had never uncovered this concept while developing its models?  
To do this, a similar study needed to be run on a sample of American
 However, before doing this, an important
students could understand.  While the concept of face was ubiquitous in China, it was novel and, 
very likely did not carry nearly the same amount of depth and subtl
Therefore, what was needed was an appropriate translation of the word face into English.  
Searching the literature and using the definitions provided by the focus groups, a phrase was 
developed that would be substituted into the
validated both qualitatively and empirically.  First, the phrase was shown to the focus groups to 
 
– item scale developed in the 
showed that face 
-making models?  Or was 
s.   
 issue would be to use language that American 
ety of meaning in English.  
 scale used in Study 1.  This substitution was 
 
pressure 
ask their perception of its accuracy in describing face.  Over discussion with this group, our 
initial wording was slightly altered and revised version was developed.  Exhibit 4 shows each of 
the six items with their altered language. 
 
Exhibit 4 
1. My wearing a new suit / dress to the party will reflect positively upon my character 
2. My wearing a new suit / dress to the party will reflect positively upon my parents 
character 
3. My wearing a new suit / dress to the party will reflect positively upon the character of 
those who are important to me 
4. My wearing a new suit / dress to the party will prevent others from forming a 
negative opinion of my character. 
5. My wearing a new suit / dress to the party will keep prevent others from forming a 
negative opinion of my parent’s character 
6. My wearing a new suit / dress to the party will prevent others from forming a 
negative opinion of the character of people who are important to me 
 
 A survey was created, using the same consumption scenario as study 1, in which both 
face pressure scales were included.  This survey was distributed to a sample of undergraduate 
Chinese students from a Chinese university (n = 289).  In this survey the three key items being 
measured were the original face pressure scale used in study 1 (called the original scale), the 
revised scale with new language (called the revised scale) and the behavior intention measures.  
We hypothesize that 
H3: The two face pressure scales will be significantly correlated and display a similar 
pattern of convergent validity 
 
Analyses 
 Results support our belief that these two scales are functionally equivalent and 
interchangeable.  The original scale (Cronbach’s Alpha = .819) and the revised scale 
(Cronbach’s Alpha = .779) displayed reliability consistent with that in study 1.  As was done in 
study 1, the measures in both these scales were summed to create 2 different overall measures of 
face.  Evidence of convergent validity is provided by the fact that the correlation between the 
two face pressure scales was significant (r = .412, p = .001) and substantially higher than the 
correlation between either face pressure scale and subjective norm.  The correlations involving 
subjective norm were (original face scale: r = .231, p = .000, revised face scale: r = .191, p = 
.000) (see exhibit 5).  
 The evidence from this study shows that our revised face pressure scale is an appropriate 
substitute for our original face pressure scale.  It maintains its reliability and is significantly 
correlated with the original scale.  
 
Exhibit 5 
 Original Face Pressure Scale Revised Face Pressure Scale Subj. Norms Behav. Intentions 
Original Scale 1.000    
Revised Scale .412* 1.000   
Subj. Norms .231* .191* 1.000  
Behav. Intentions .409* .294* .445* 1.000 
*Correlation is significant at the .001 level 
 
Study 3 – The role of face in decision – making for US consumers 
 Now that an appropriate scale has been developed to measure face pressure in an 
American culture, we can measure the influence that face pressure has on decision – making in a 
consumer context in western culture.  For this study, a sample of students from a Midwestern 
university was used (n = 107).  The survey administered to this sample was identical to the one 
administered to the Chinese sample in study 1 except that the word face was replaced with the 
semantically consistent phrase from study 2.  The face consumption literature clearly positions 
face as a uniquely eastern concept.  It is closely related to our conceptualization of subjective 
norms and, therefore, should be predictive of intentions.  Therefore, we hypothesize that 
H4: In American consumers, face pressure will be a significant predictor of behavior 
intentions 
However, western culture has always focused more on individuality and that our actions are a 
reflection of ourselves.  Face pressure, however, also stresses the important role that our actions 
can have on the characterization of important others.  Therefore we hypothesize that 
H5: In American consumers, face pressure will NOT be a significant and independent 
predictor of subjective norms when predicting behavior intentions 
Analyses  
Results from this study highlight both similarities and differences between Chinese and 
American consumers.  A factor analysis across all items with varimax rotation revealed that all 
six face pressure measures (loadings all > .555) and the three intentions measures (loadings all 
>.806) loaded on single and separate factors.  Again, our scale shows impressive reliability 
(Cronbach’s Alpha = .937) and, based on this support for uni-dimensionality and reliability of 
the face items, as well as its consistency with previous procedures, a face pressure scale was 
generated by summing the six items described above.  Similarly, the three behavioral intention 
questions were summed and used as the dependent measure in the analyses (Cronbach’s Alpha = 
.923).    
Evidence of convergent and discriminant validity is again supported in a manner similar 
to the Chinese survey.   Evidence of convergent validity is provided by the fact that the two 
measures of face (i.e., face pressure and face beliefs [Cronbach’s Alpha = .938]) correlate more 
highly (r=0.753) with each other than with any other variable in the survey.  Again, the 
convergent validity of NBMC and subjective norm was supported by the high correlation 
between these two variables (r=0.689).  Evidence of discriminant validity is shown by the 
correlation between the lower correlations between each of the face measures (i.e., face pressure 
and face beliefs) on the one hand and subjective norm and normative beliefs on the other.  The 
correlations involving subjective norm are 0.477 and 0.316 for face pressure and face beliefs, 
respectively. Correlations involving NBMC are 0.547 and 0.408 for face pressure and face 
beliefs, respectively. Again the Bao face scale correlated with each of the face scales and the 
correlation was higher between those scales than it was between the Bao face scale and any other 
variable in the survey.  The inter-correlation matrix can be seen in exhibit 6. 
Exhibit 6 
 Subj. norms NBMC Face pressure Face beliefs Bao face scale Status scale Behav Int 
Subj. norms 1.000       
NBMC .689* 1.000      
Face pressure .477* .547* 1.000     
Face beliefs .316* .408* .753* 1.000    
Bao face scale .211** .294* .428* .472* 1.000   
Status scale .262* .366* .517* .608* .715* 1.000  
Behav Int .613* .642* .340* .327* .224** .318* 1.000 
*Correlation is significant at the .01 level **Correlation is significant at the .05 level 
It was shown through regression analysis that subjective norms were a significant 
predictor of behavioral intentions (t=7.590, p =.000).  A separate analysis showed that face 
pressure is also a significant predictor of behavioral intentions (t = 3.708, p =.000) while a 
regression including both face pressure and subjective norms showed that subjective norms 
remained significant (t = 6.636, p =.000) while face pressure was no longer significant (t = .713, 
p =.477).  Finally, a regression analysis showed that face pressure was a significant predictor of 
subjective norm (t = 5.589, p =.000).  These regression analyses indicate that although face 
pressure is a significant predictor of behavioral intention, the effect is mediated by subjective 
norms (see exhibit 7).  Comparing the results of studies 1 and 3
plays in two distinct cultures.   
Exhibit 7 
 
General Discussion 
 This research is the first to devel
scenario.  It has developed a parsimonious scale from which the importance of face 
the decision – making process can be discerned.  Also, it has been shown that face 
concept that, currently unmeasured in decision models, needs to be included when applying these 
models to Asian societies as they play a separate and independent role from norms
consumers.   
Future research should incorporate face 
where face pressure are likely to drive decision 
allow us to more thoroughly test the validity of face as a third factor in the model.  
growth of Asian economies, face, a back
 shows the different role that face 
op a measure of face pressure tied to a face consumption 
pressure into the TORA model in both contexts 
– making and those when it is not.  This will 
bone of these societies, has now become a construct that 
 
pressure in 
pressure is a 
 for Chinese 
With the 
marketers can no longer ignore and must now understand to improve their communication with 
potential customers. 
References 
1. Ahluwalia Rohini, Burnkrant Robert E, Unnava H Rao. Consumer Response to Negative 
Publicity: The Moderating Role of Commitment.  Journal of Marketing Research 2000; 37: 
203-214. 
2. Ajzen Icek, Albarracin Dolores, Hornik Robert (Ed.).   Prediction and change of health 
behavior.  Applying the Reasoned Action Approach. Psychology Press, 2007,328. 
3. Ajzen Icek, Fishbein Martin.  Belief, attitude, intention, and behavior : an introduction to 
theory and research. Reading, Mass: Addison-Wesley Pub. Co., 1975. 
4. Ajzen Icek, Fishbein Martin. Understanding Attitudes and Predicting Social Behavior. 1980. 
Englewood Cliffs, N. J.:  Prentice-Hall. 
5. Albarracín D, Johnson BT, Fishbein M, Muellerleile P. Reasoned action and planned 
behavior as models of condom use: A meta-analysis. Psychological Bulletin 2001; 127: 142-
161. 
6. Bao Y, Zhou KZ, Su C. Face consciousness and risk aversion: do they affect consumer 
decision-making? Psychology and Marketing 2003; 20: 733–755. 
7. Bearden WO, Hardesty David M, Rose, Randall L. Consumer Self-Confidence: 
Refinements in Conceptualization and Measurement.  Journal of Consumer Research 2001; 
21: 121 – 134. 
8. Burnkrant RE, Unnava HR, Page TJ. Effects of Experience on Attitude Structure.  Advances 
in Consumer Research 1991; 18: 28 – 29. 
9. Burnkrant Robert E, Page Thomas J Jr. An Examination of the Convergent, Discriminant 
and Predictive Validity of Fishbein's Behavioral Intention Model. Journal of Marketing 
Research 1982; 19: 550-561 
10. Burnkrant Robert E, Page Thomas J Jr. The Structure and Antecedents of the Normative and 
Attitudinal Components of Fishbein's Theory of Reasoned Action,” Journal of Experimental 
Social Psychology 1988; 24: 66-87. 
11. Chan AKK, Denton L, Tsang ASL. The art of gift giving in China. Business Horizons 2003; 
46: 47–52. 
12. Chen V. Mien tze at the Chinese dinner table: a study of the interactional accomplishment of 
face. Research on Language and Social Interaction 1990; 24: 109–140. 
13. Chen Victoria. Mien Tze at the Chinese Dinner Table: A Study of the Interactional 
Accomplishment of Face. Research on Language and Social Interaction 1990; 24: 109 – 
140. 
14. Churchill, GA. A Paradigm for Developing Better Measures of Marketing Constructs. 
Journal of Marketing Research 1974; 16: 64-73. 
15. Eastman JK, Fredenberger B, Campbell D, Calvert S. The relationship between status 
consumption and materialism: a cross-cultural comparison of Chinese, Mexican, and 
American students. Journal of Marketing Theory and Practice 1997; 5: 52–66. 
16. Ho, D Y. On the Concept of Face. The American Journal of Sociology 1976; 81: 876-884. 
17. Hu Hsien Chin. The Chinese Concepts of "Face".  American Anthropologist 1944;46: 45 – 
64. 
18. Hwang Kwang-Kuo.  Moral face and social face: Contingent self-esteem in Confucian 
society.  International Journal of Psychology 2006;41: 276–281. 
19. Krishnan H Shanker, Smith Robert E. The Relative Endurance of Attitudes, Confidence, 
and Attitude-Behavior Consistency: The Role of Information Source and Delay. Journal of 
Consumer Psychology1998; 7: 273-298. 
20. Lewis Hugh M. Golden Face: Cultural Reciprocity in the Articulation of Mainland Chinese 
Social Structure. Thunderbird International Business Review2006; 48: 9–23. 
21. Li, Julie Juan, Su Chenting. How face influences consumption. A comparative study of 
American and Chinese consumers. International Journal of Market Research 2007; 49: 237 
– 256. 
22. Markus Hazel Rose, Kitayama Shinobu. Culture and the Self: Implications for Cognition, 
Emotion, and Motivation.  Psychological Review 1991; 98: 224 – 253. 
23. Oetzel John G, Ting-Toomey Stella. Face Concerns in Interpersonal Conflict A Cross-
Cultural Empirical Test of the Face Negotiation Theory.  Communication Research 2003; 
30: 599 – 624. 
24. Shimp Terrence A, Kavas Alica. The Theory of Reasoned Action Applied to Coupon 
Usage.  Journal of Consumer Research 1984; 11: 795-809. 
25. Shimp Terrence, Sharma Subhash.  Consumer Ethnocentrism: Construction and Validation 
of the CETSCALE.  Journal of Marketing Research 1987; 24: 280 – 289. 
26. Smith Robert E, Swinyard William R. Attitude-Behavior Consistency: The Impact of 
Product Trial versus Advertising. Journal of Marketing Research1983; 20: 257-267. 
27. Thomson Matthew, MacInnis Deborah J, Park C Whan. The Ties That Bind: Measuring the 
Strength of Consumers’ Emotional Attachments to Brands. Journal of Consumer 
Psychology 2005; 15: 77-91. 
28. Ting- Toomey, Stella (Ed.) The Challenge Of Facework: Cross-cultural and Interpersonal 
Issues. Albany: State University of New York Press, 1994, 346. 
29. Ting-Toomey Stella and Kurogi Atsuko. Facework Competence in Intercultural Conflict: 
An Updated Face Negotiation Theory.  International Journal of Intercultural Relations 1998; 
22: 187 – 225. 
30. Wong NY, Ahuvia AC. Personal taste and family face: Luxury consumption in Confucian 
and Western societies. Psychology &. Marketing 1998; 15:423-441. 
31. Yao Esther. Cultivating guan-xi (personal relationships) with Chinese partners. Business 
Marketing 1987; 12: 62-66. 
 
